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Country image plays an important role in both marketing and international 
relationships. The effectiveness of the country's image strategy depends on the precise 
definition of the image of the country and its influencing factors accurate and 
effective measurement. As research on the definition of the image of the country, 
constitute elements, measurement methods are inconclusive, the formation 
mechanism of in depth discussions on the image of the country of origin is very 
necessary. 
This study aimed to explore the connotation of the national image. Based on more 
than 100 articles on the national image studies, the definition of national image is a 
particular country's overall cognitive and emotional preferences from external 
organizations or the public. 
National Image is a multi-dimensional structure, composed of politics, economy, 
culture, society, resources and environment, the people and other factors. Based on 
the literature, this study proposes the image of the country constitutes a model 
designed to explore what are the elements of the country's image. Therefore, this 
research through questionnaires to collect data，using SPSS20.0 and AMOS 20.0 
software for data processing. Results of statistical analyses indicate that four factors 
of the economic, political, resources and the environment and the people of the 
cognitive effect on the image of the country were 0.658 0.889,0.617,0.733 , cultural 
and social dimension has not passed the reliability test . Three hypotheses have been 
verified. The sample data used in this study has good reliability, convergent validity, 
discriminant validity, and interactive validity, model fitting moderate . 
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改善本国国家形象。例如，1995 年，澳大利亚投入 1600 万澳元发起了针对亚
洲市场的广告战役。苏格兰花费 1000 万英镑进行国家品牌宣传，而美国则在全
球范围内拨款达 6.85 亿美元。英国于 2002 年成立了公共外交委员会，同一
年，南非也建立了国际营销会议。2009 年，韩国建立起了国家品牌总统委员会
(Jaffe & Nebenzahl, 2006)。 
随着中国的综合国力和经济实力不断提升，我们国家也越来越重视国家形
象的塑造。中共十七大把“提高国家文化软实力”作为国家发展战略提出来；
2009 年 12 月，中国政府首次在海外媒体 CNN 上投放品牌广告《中国制造》来














































80 年代末到 90 年代初，随着美苏关系的变化，对国家形象的研究也不再
局限于国际关系层面，学者们将研究转向了国家本身如何塑造国家形象上。这









































































在 CNKI 数据库中以“国家形象”为篇名进行检索，发现从 1999 年到 2012 年，
共有期刊论文、学位论文等 1551 篇（见图 1.1）。其中 SCI 和 CSSCI 期刊共有
244 篇，硕博士学位论文 174 篇，剔除重复及不相关的 6 篇，共 412 篇，这也
是本研究主要的综述范围。 
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